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Abstract:  
Technological utilization and applications have become inevitable, particularly with the 
worldwide movement restrictions (following the COVID-19 pandemic) that compelled 
digitized platform usage compared to physical settings for minimal health risks. This 
study intends to recommend the newly-designed Best Deal application (mobile shopping 
application) that enabled easy consumer access to information on discounted items and a 
complete shopping process. The aforementioned application would prove advantageous 
to many consumers, specifically with the COVID-19 restrictions that compelled most 
users to utilize technology for making purchases. In this vein, this study highlighted the 
necessity to develop the Best Deal mobile shopping application and investigate 
behavioral intention indicators among Iraqi consumers backed by the Unified Theory of 
Acceptance and Use of Technology (UTAUT 2). With 194 respondents data assessed 
with partial least squares structural equation modelling (PLS-SEM), results of the study 
are presented. The study makes contributions to both theory and practice. 
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Introduction 
The utilization of advanced technologies is no longer a novel phenomenon for daily activities 
[1]. Specifically, mobile devices have extensively influenced daily routines over the last 20 years. 
Notably, the number of Iraqi smartphone users was predicted to reach 36.1 million by 2025 [2], and 
mobile internet users (approximately 24.8 million in 2020) were forecasted to reach 38.1 million users 
by 2025 [2]. In this regard, Iraqi technopreneurs and the retail sector have come to acknowledge 
mobile technology potentials and develop mobile application for close consumer interactions. Mobile 
shopping application demonstrated multiple user benefits that enabled product browsing and 
purchasing through mobile devices at any given time or location [3]. Mobile applications implied 
external software installable on mobile devices [4]. Consumers could install various mobile 
application types offered by external providers [5]. Mobile device roles were broadened to facilitate 
high user demands through mobile applications [6].  
The present study aimed to develop a novel mobile shopping application (“Best Deal”) to 
provide Iraqi users with easy, beneficial, and accessible means of obtaining various discounted 
product knowledge and facilitating online shopping completion.  
It is crucial to investigate which factors foster the users’ intention to use the newly designed 
application. This study adopted the UTAUT 2 model and extended it with the personal innovativeness 
factor to investigate the Iraqi users’ behavioral intention to use the Best Deal mobile shopping 
application [7]. Researchers have not previously addressed the factors that affect the behavioral 
intention to use the mobile shopping applications, especially in Iraq. This study addressed this 
literature gap by investigating the relationship between seven independent variables (PE, EE, SI, FC, 
 Информационно-математические технологии в эколого-социо-экономических системах 
323 
HM, PV, and PI) and the dependent variable (BI) of this study model. The result will be valuable in 
filling the literature gap, and in future studies of similar applications, especially in Iraq and Middle 
East countries. 
Best Deal Mobile Shopping Application  
The Best Deal mobile shopping application was designed by utilizing various programs such 
as the Dart programming languages, Flutter, and Visual Studio. Examples of Best Deal mobile 
shopping application pages are seen in Figures 1 and 2.  
Theoretical Background  
UTAUT 2 Model 
Venkatesh et al. expanded the unified theory of acceptance and use of technology (UTAUT) 
model to UTAUT 2 [7]. They reported that the UTAUT 2 model had outperformed other technology 
acceptance models/theories such as technology acceptance model (TAM), theory of planned behavior 
(TPB), and UTAUT [7].  
Therefore, the UTAUT 2 model may be used to assess the factors that impact the behavioral 
intention to use the Best Deal mobile shopping application in Iraq and the UTAUT 2 model is 
employed as the foundation of the current study proposed research framework. 
 
Research Model and Hypothesis 
A research framework signifies the nature and direction of the relationships between the 
variables in the study which is justified by an underlying theory [8]. The extension of the UTAUT 2 
model is used as the underlying theory to support the current study. Based on the review of literatures 
concerning the study variables on performance expectancy (PE), effort expectancy (EE), social 
influence (SI), facilitating conditions (FC), hedonic motivation (HM), price value (PV), personal 
innovativeness (PI) and behavioral intention (BI), the current study research framework is developed 
(Fig. 3). Table 1 presents the definitions of the current study research variables. 
 
 
Figure 1 - Home and product details pages 
 
  




Figure 2 - Cart and profile pages 
 
Figure 3 – Research framework 
 
 Информационно-математические технологии в эколого-социо-экономических системах 
325 




This research encompassed a correlational study with a survey method for hypothesis-testing. 
Specifically, correlational research sought to assess the hypothetical links developed from the study 
model [8]. This study is employed a quantitative research method. Online surveys were employed in 
the data-gathering procedure for all research variable responses and 194 validated responses were 
collected.  
The online survey is divided into two sections. Section A measures performance expectancy, 
effort expectancy, social influence, facilitating conditions, hedonic motivation, price value, personal 
innovativeness, and behavioural intention, while Section B seeks the personal particulars of the 
respondents for the purpose of demographic information and general questions analysis. Previously 
validated scales were used to measure the variables of the current study. The measurement for 
research variables was measured with a 7-point Likert scale, ranging from 1 (strongly disagree) to 7 
(strongly agree).  
 
Results and Discussion 
A descriptive analysis was performed on 194 responses with Statistical Package for Social 
Sciences Software (SPSS) version 22. The results revealed that most respondents were females 
(61.3%) with the highest respondent age ranging from 21 to 29 years old (47.9%). Concerning marital 
status, most respondents were single (41.8%) and Bachelor’s Degree holders (39.7%). Most 
respondents (37.1%) spent between 3 and 4 hours daily in internet. Lastly, 38.7% indicated using 
internet over seven years.  
As part of the PLS-SEM analysis, the measurement model was assessed first followed by the 
structural model. 
Validity and reliability measurements could be evaluated through the SmartPLS software 
using the PLS algorithm for factor loadings, path coefficients, coefficient of determination, model 
validity, and reliability measures. Validity denoted the degree to which an instrument truly assessed 
the notion, whereas reliability implied the instrument stability and consistency in concept 
measurement [8]. Table 2 highlights the measurement model outcomes. 
The significance of the structural paths was evaluated by examining the path coefficients and 
the t values. To test the hypothesis, the PLS algorithm and bootstrapping were carried out. The path 
coefficients and R2 were gained from the PLS algorithm while the t values were gained from the 
bootstrapping. Figure 4 shows the t values for each individual path. 
The bootstrapping was run based on 5,000 resamples as recommended by researchers [11]. A 
total of 7 hypotheses were tested. Table 3 illustrates the path coefficients, standard errors, R2 values, 
and the results of the hypotheses testing between the PE, EE, SI, FC, HM, PV, PI and BI. The R2 was 
measured from the structural model. According to Cohen’s rule of thumb, R2 of 2% is considered 
 Информационно-математические технологии в эколого-социо-экономических системах 
326 
small, R2 of 13% is considered medium and R2 of 26% is considered large [12]. The R2 for BI is 0.663 
meaning that 66.3% of the variance in BI was explained by PE, EE, SI, FC, HM, PV, and PI.  
 
Table 2 - Measurement Model Results 
 
 
By observing each individual structural path, PE (β = 0.252, p < 0.001), EE (β = 0.241, p < 
0.001), FC (β = 0.144, p < 0.05), PV (β = 0.211, p < 0.01), and PI (β = 0.193, p < 0.01) were found 
to have a significant positive relationship with BI. Therefore, H1, H2, H4, H6, and H7 were supported. 
Meanwhile, SI (β = -0.088, p > 0.05) and HM (β = 0.022, p > 0.05) were not found to be significantly 
























Figure 4 - Structural model of the research framework with t values 
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Table 03 –Path coefficients 
 
Note. 
p < 0.05*, p < 0.01**, p < 0.001*** 
BI= Behavioral Intention; SI= Social Influence; PV= Price Value; 
PE= Performance Expectancy; FC= Facilitating Conditions; PI= Personal Innovativeness; 
EE= Effort Expectancy; HM= Hedonic Motivation. 
 
The results demonstrate that PE, EE, FC, PV, and PI have a significant positive relationship 
with BI. Conversely, this study revealed that SI and HM do not have a significant relationship with 
BI. Therefore, the results prove that the proposed research framework is effective in explaining 




From a theoretical contribution perspective, this research has enhanced the literature on the 
behavioral intention by integrating several determinants of behavioral intention into one holistic 
research model. Hence, this study has contributed empirical support in applying the UTAUT 2 
model, addressing the need to extend it. Studies have highlighted that it is vital to examine personal 
innovativeness as an impacting factor under the new technology system [13]. Based on previous 
studies, the present study has extended the UTAUT 2 model by incorporating personal 
innovativeness to create a comprehensive research framework to analyze the behavioral intention to 
use the Best Deal mobile shopping application among Iraqi users [7],[13]. 
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